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Abstract	
	
Some	 sociologists	 and	 commercial	 scientists	 have	 claimed	 that	 shopping	 streets	serve	 various	 functions	 in	 the	 local	 ecosystem	 and	 culture.	 In	 particular,	 urban	sociologists	 have	 claimed	 that	 streets	 are	 contexts	 of	 globalization	 (immigration)	 and	
gentrification	(urban	development).	In	Japan's	case,	however,	there	is	limited	influence	of	immigration	on	shopping	streets.	Moreover,	Japanese	shopping	streets	are	not	the	main	target	of	urban	development;	therefore,	it	is	necessary	for	studies	on	Japanese	shopping	
streets	to	analyze	what	affects	of	globalization	and	gentrification.	This	paper	argues	that	promoting	cities	can	play	a	significant	role	for	them.	To	achieve	this	purpose,	I	conducted	a	case	study	of	activities	in	a	Japanese	shopping	
street	union:	fieldwork	and	interview	at	Sengen	shopping	street	in	Chiba	City.	Japanese	
shopping	 street	 unions	 have	 a	 history	 of	 accepting	 social	 policy	 for	 shopkeepers.	However,	 against	 this	 history,	 some	 argue	 whether	 shopping	 street	 unions	 are	
conservative	groups	or	not.	
On	the	other	hand,	changes	in	social	policy	have	emphasized	city	promoting.	This	
trend	influences	shopping	streets;	some	shopping	street	unions	function	as	protectors	of	
local	ecosystem	and	culture.	When	shopping	street	union’s	activities	expand	local	culture	
and	promote	the	city,	the	local	community	can	undergo	globalization	and	gentrification.	
Some	 Japanese	 shopping	 streets	 are	 tourist	 attractions.	 In	 Japan,	 promoting	 cities	 via	
shopping	 street	 unions	 is	 a	 key	 to	 the	 future	 development	 of	 shopping	 streets.	 In	
particular,	tourism	strategy	facilitates	their	globalization	and	gentrification.	
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1. Study	on	shopping	streets		
 
1.1. Studies	by	sociologists	and	commercial	scientists	
	
Some	 sociologists	 and	 commercial	 scientists	 have	 claimed	 that	 shopping	 streets	
perform	various	functions	in	the	local	ecosystem	and	its	culture.	Moreover,	sociologists	
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have	observed	that	shopkeepers	have	cooperated	with	 local	 residents	 to	manage	 local	
festivals	and	have	participated	in	the	efforts	of	residents	to	solve	tasks	associated	with	
local	governance	such	as	ascertaining	political	opinions	(Tamano	2005).	Shopkeepers	in	
shopping	street	unions	have	become	part	of	a	maintenance	function	for	local	culture	and,	
through	the	pressure	they	exert,	have	political	significance.		
Commercial	scientists	have	considered	shopping	streets	as	 important	 for	central	
city	 revitalization.	 They	 have	 claimed	 that	 shopping	 areas	 have	 created	 “prosperity”	
(called	 nigiwai)	 and	 have	 formed	 a	 local	 economy	 inspired	 by	 consumers’	 shopping	
(Ishihara	and	Nishimura	2010).	Shopping	streets,	therefore,	have	an	important	economic	
function	in	local	communities.	
Studies	on	shopping	streets	have	claimed	that	 there	are	social	 functions	that	are	
managed	by	shopping	streets	(Ito	2016).	
	
	
1.2. Studies	by	urban	sociologists	
	
In	 particular,	 urban	 sociologists	 have	 claimed	 that	 streets	 are	 contexts	 for	
globalization	 (immigration)	 and	 gentrification	 (urban	 development).	 Shopping	 streets	
associated	with	the	context	of	globalization	accept	immigrants	for	employment,	which	is	
often	 their	 first	 work	 experience.	 Shopping	 streets	 in	 context	 of	 gentrification	 are	
involved	in	urban	development,	which,	paradoxically,	often	cannot	accept	people	who	are	
immigrants	or	those	with	a	low‐income	(Zukin,	Kasinitz	&	Chen	2016).		
There	are	some	steps	that	take	place	in	order	for	gentrification	to	be	reached.	In	the	
first	instance,	a	street	with	low	rent	attracts	immigrants	and	people	with	a	low‐income	
(for	example,	students	and	fledgling	artists).	They	gradually	form	a	unique	culture	with	
the	 opening	 of	 various	 shops	 and	 art	 galleries	 (Sasajima	 2016).	 Second,	 this	 unique	
culture	attracts	interest	to	the	street.	It	also	brings	in	tourists	and	those	interested	in	art.	
The	third	step	is	the	influx	of	big	capital	(a	large	corporation	or	an	urban	policy)	that	has	
a	rapid	impact	on	the	street.	This	leads	to	soaring	property	values	and	a	“scrap	and	build”	
form	of	exclusion	to	immigrants	and	low‐income	residents.	
	
	
1.3. Shopping	streets	in	Japan	
	
In	 Japan's	 case,	 however,	 there	 is	 limited	 influence	 of	 immigration	 on	 shopping	
streets.	 Moreover,	 Japanese	 shopping	 streets	 are	 not	 the	 main	 targets	 for	 urban	
development.	In	fact,	during	the	last	30	years,	shopping	streets	have	been	in	decline	and	
are	 labeled	 “shutter	 streets”	 as	 shopkeepers	 cannot	 keep	 their	 businesses	 afloat	 and	
building	owners	cannot	find	tenants.	According	to	the	Shopping	Streets	Actual	Condition	
Survey	(Small	and	Medium	Enterprise	Agency	2016),	the	rate	of	“Prospering”	and	of	those	
with	 an	 “Indication	 of	 prospering”	 stands	 at	 a	 mere	 5.3%.	 Meanwhile,	 the	 rate	 of	
“Declining”	businesses	and	of	those	“Afraid	of	declining”	is	as	high	as	66.9%	(Table	1).	
Majority	of	Japanese	shopping	streets	do	not	make	money	for	the	business	owners	who	
would	benefit	from	urban	development.	
	
										Table	1.	Business	conditions	of	shopping	streets	in2015	
Business	conditions	 Rate	
Prospering	 2.2%	
Indication	of	prospering 3.1%
Flat 24.7%
Afraid	of	declining	 31.6%	
Declining	 35.3%	
No	answer 3.1%
Source:	Shopping	Streets	Actual	Condition	Survey	
(Small	and	Medium	Enterprise	Agency	2016:	34)	
	
Meanwhile,	 globalization	 gradually	 influences	 shopping	 streets	 from	 attracting	
tourists.	There	are	some	Japanese	shopping	streets	that	are	tourist	attractions,	such	as	
 265 
 
Asakusa	and	Yanaka.	Asakusa	has	a	historic	temple	city	that	continues	to	prosper.	The	
shopping	 streets	 in	 Asakusa	 naturally	 flourish	 because	 of	 their	 location	 near	 to	 such	
historic	landmark.	In	Yanaka,	there	are	guest	houses	and	youth	hostels	supporting	foreign	
travelers.	In	addition,	townscape	which	is	called	shitamachi	and	means	the	expression	of	
Japanese	nostalgia	(about	1950s‐1970s)	is	maintained	by	the	shopping	street	union.	
Globalization	from	tourism	may	offer	a	guide	to	indicate	gentrification.	Therefore,	
it	 is	 necessary	 for	 studies	 on	 Japanese	 shopping	 streets	 to	 analyze	 the	 effects	 of	
globalization	and	gentrification	on	such	streets.	This	paper	argues	that	promoting	cities	
can	play	a	significant	role.	In	order	to	achieve	this,	I	conducted	a	case	study	of	the	activities	
of	a	Japanese	shopping	street	union.	
	
	
2. Japanese	shopping	street	unions		
	
2.1. History	of	Japanese	shopping	street	unions	
	
Japanese	 shopping	 street	 unions	 have	 a	 history	 of	 accepting	 social	 policy	 for	
shopkeepers.	Between	World	War	I	and	World	War	II,	there	was	an	inflow	of	people	from	
the	rural	coutryside	into	urban	areas	who	soon	constituted	a	new	low‐income	class.	They	
made	 a	 living	 from	 trade	 learned	 through	 trial	 and	 error.	 In	 order	 to	 get	 relief	 from	
pressures	 associated	with	 urbanization,	 they	 established	 shopping	 street	 unions.	 This	
phenomenon	of	urbanization	is	not	unique	to	Japan	and	can	also	observed	in	order	parts	
of	the	world	(Arata	2011).		
During	the	high	economic	growth	period	(1954‐1973),	there	was	the	emergence	of	
a	white‐collar	 class,	 also	 termed	 a	 new	middle	 class.	 At	 the	 same	 time,	 an	urban	 self‐
employment	class	(shopkeepers)	was	established	by	national	social	policy	that	regulate	
to	build	big	stores.	The	development	of	these	two	classes	became	known	as	the	“stability	
of	both	wings”	(Arata	2012).	
	
	
2.2. Recent	trends	of	Japanese	shopping	street	unions	
	
Bearing	 this	 history	 in	 mind,	 some	 argue	 whether	 shopping	 street	 unions	 are	
conservative	groups	or	not.	In	actuality,	after	the	high	economic	growth	period,	shopping	
street	 unions	 claimed	 that	 they	were	 opposed	 to	 the	 building	 of	 big	 stores	 near	 their	
streets	and	they	wanted	a	social	policy	to	be	in	place	that	would	allow	them	to	receive	
financial	assistance.	Such	attempts	have	led	to	the	formation	of	the	impression	that	the	
shopping	street	unions	have	a	conservative	agenda.		
Conversely,	in	around	the	year	2000	the	“sharing	equally”	social	policy	changed	into	
the	policy	of	“supporting	for	working	hard”	social	policy	(Nakazawa	2001).	This	policy’s	
development	 led	 to	 a	 reconsideration	 of	 whether	 shopping	 street	 unions	 are	 truly	
conservators,	since	this	policy	shift	acted	towards	the	promotion	of	cities.	
The	 broader	 Japanese	 social	 circumstances,	 which	 include	 challenges	 such	 as	
declining	birthrate,	the	growing	number	of	elderly	people	and	the	experience	of	natural	
disasters	(for	example,	the	Kobe	earthquake	and	the	Tohoku	earthquake)	demonstrated		
the	necessity	of	having	a	vibrant	local	community.	Such	trends	influenced	shopping	areas	
with	some	shopping	street	unions	functioning	as	the	protectors	of	the	local	ecosystem	and	
culture.	
	
	
3. Case	study	of	the	Sengen	shopping	street	in	Chiba	City	
	
3.1. Shopping	street	unions	in	Chiba	City	
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Chiba	City	is	the	capital	of	the	Chiba	Prefecture	that	is	contiguous	with	the	Tokyo	
Metropolitan	area.	In	2016,	49	unions	belonged	to	the	Chiba	City	shopping	street	union.	
The	average	number	of	shops	in	these	unions	stands	at	44.92	shops.	However,	there	was	
only	information	about	26	of	the	unions	on	the	Chiba	City	shopping	street	union’s	website.	
Of	 these	 26	 unions,	 22	managed	 original	 events,	 and	 only	 seven	 unions	 have	 original	
websites	(Chiba	City	Shopping	Street	Union	2016).	Therefore,	we	cannot	conclude	that	
shopping	street	unions	in	Chiba	City	necessarily	prosper.	
	
	
3.2. Sengen	shopping	street	in	Inage	area	
	
Inage	area	belongs	to	Inage	Ward	in	Chiba	City.	The	Inage	area	is	a	suburb	that	has	
access	to	Tokyo	station,	which	is	about	35	minutes	away	from	the	area	by	the	rapid	train	
operated	by	Japan	Railways	(JR).	The	size	of	the	Inage	area	is	roughly	equal	to	that	of	a	
junior	high	school	district.	
	
						Table	2.	Population	of	Chiba	City,	Inage	Ward	and	Inage	area	(2010)	
	
	
	
	
Source	 :National	
Population	Census	2010	
	
In	the	past,	the	Inage	area	had	a	view	of	the	ocean	and	was	a	farming	and	fishing	
village.	In	1921,	Keisei	Railway	opened	traffic	between	Oshiage	station	in	Tokyo	and	the	
Keisei	Inage	station.	The	Inage	area	was	prospered	as	a	health	resort	for	cultural	people,	
while	 the	masses	 flocked	 to	 its	 beaches.	During	 this	 time,	 the	 Sengen	 shopping	 street	
began	to	prosper.		
However,	 in	 1961,	 the	 area,	 especially	 the	 beach,	 became	 subject	 to	 urban	
development	 and	 was	 soon	 transformed	 into	 a	 dormitory	 suburb	 of	 Tokyo	 for	 white	
collars	workers.	The	central	part	of	 the	Inage	area	saw	the	moving	of	 the	Keisei	 Inage	
station	to	the	 JR	Inage	station.	Finally,	 in	1981,	the	 JR	Inage	station	could	accept	rapid	
trains,	which	 added	 to	 the	 image	of	 the	 Inage	 area	have	been	 thought	 as	 a	 dormitory	
suburb.	The	construction	of	projects	such	as	“Proud	Tower	Inage”	(37	floors,	354	rooms,	
built	in	September	2009)	and	“Willis	Inage”	(14	floors,	929	rooms,	built	in	February	2015)	
became	symbolic	condominiums	of	a	dormitory	suburb.		
The	 Sengen	 shopping	 street,	 with	 a	 total	 length	 of	 about	 600	meters,	 has	 been	
managed	by	the	Inage	shopping	street	promoting	union	that	was	established	in	1963.	By	
2016,	there	were	37	shops	that	were	members	of	this	union	(the	number	of	shops	not	in	
the	 union	 stands	 at	 28).	 The	 shoppers	 are	 predominantly	 senior	 residents	 who	 have	
access	 to	 the	Sengen	shopping	street	and	go	 there	on	 foot.	This	shopping	area	was	an	
example	 of	 a	 typically	 declining	 Japanese	 shopping	 street	 in	 Japan	 until	 around	 2004	
when	the	union	started	two	main	activities	in	the	Inage	area.	
	
	
3.3. Activities	in	Sengen	shopping	street	
	
"One	Shop,	Great	Products	Movement"	(called	"Itten	Ippin	Undo"	started	in	1993)	
The	 above	 movement	 inspired	 shops	 to	 consider	 product	 development.	 In	 this	
initiative,	 each	 shop	 was	 to	 create	 “great”	 products	 and	 sell	 them.	 Recently,	 an	
incorporated	 non‐profit	 organization	 (NPO)	 called	 the	 One	 Shop,	 Great	 Products	
Movement	Association,	established	in	2007,	chose	to	support	shopping	street	unions.	The	
association	 opened	 lectures	 for	 product	 development,	 supported	 the	 teaching	 and	
learning	of	product	design,	and	promoted	a	“great”	products	fair	in	the	shopping	streets.	
Furthermore,	it	created	networking	opportunities	for	each	shopping	street	unions.	The	
primary	characteristic	of	the	movement	is	routine	participation	in	product	learning	and	
for	 the	 exchange	 of	 views	 and	 opinions	 about	 each	 product.	 However,	 because	 these	
	 Chiba	City	 Inage	Ward	 Inage	area	
Population	
Total	 961,749	 157,768	 20,264	
Male	 480,194	 78,835	 10,129	
Female	 481,555	 78,933	 10,135	
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programs	 gathered	 shopkeepers	 together,	 many	 shopping	 street	 unions	 limited	 their	
participation	in	the	movement.		
In	 the	case	of	 the	Inage	shopping	street,	union	participation	 in	the	movement	of	
2004,	stood	at	around	one‐third	of	union	members.	
	
														Table	3.	Participants	of	the	One	Shop,	Great	Products	Movement	in	the	Inage	Shopping	Street	Promoting	Union	
year	 2006	 2007	 2008	 2009	 2010	 2011	 2012	 2013	 2014	
shops	 9	 10	 11	 13	 12	 10	 11	 12	 11	
Source:	Leaflets	of	the	Great	Products	Fair	Made	by	the	Inage	Shopping	Street	Promoting	Union	
	
One‐third	of	 the	members	attended	a	 “great”	products	 fair,	which	presented	 the	
“great”	products	of	each	shopkeepers.	 In	addition,	one‐third	of	 the	members	managed	
walking	 tours	 of	 the	 Inage	 area.	 They	 introduced	 not	 only	 their	 products	 but	 also	
historical	places	of	significance	during	the	tours.	This	constituted	function	of	promoting	
the	city	as	well	as	their	activities.		
	
"Yotoboshi"	
The	formal	name	of	Yotoboshi	 is	 the	“Inage	Akari	Festival	Yotoboshi”	and	it	was	
established	in	2006.	The	origin	of	the	festival	is	Yotoboshi‐ryo	which	consists	of	fishing	at	
night	while	playing	with	a	carbide	lamp	(an	old	model	lantern	called	kantera)	in	a	shallow	
beach.	This	ocean	view	is	reproduced	with	handmade	candle	lanterns	(called	touro).	The	
body	of	the	lantern	is	made	form	laminated	Japanese	paper	(called	washi)	and	primary	
school	children	draw	pictures	on	it.	
Yotoboshi‐ryo	is	the	symbol	for	the	memory	of	the	Inage	area	where	old	residents	
once	had	an	ocean	view.	In	1961,	as	a	result	of	the	business	of	reclamation,	the	memory	
from	the	Inage	beach	was	buried.	Yotoboshi	is	the	place	where	older	residents	reminisce	
and	make	new	memories	 for	younger	 residents	who	have	no	 recollection	of	 the	 Inage	
beach.		
Yotoboshi	does	not	originate	from	religion	or	a	belief	in	God.	It	is	managed	by	the	
Yotoboshi	executive	committee	and	organized	by	its	main	members	in	the	Inage	shopping	
street	promoting	union.	They	succeeded	to	make	a	symbol	of	the	Inage	area.	There	were	
about	1,000	candle	lanterns	in	the	first	Yotoboshi;	however,	during	the	10th	Yotoboshi	in	
2015,	there	were	as	many	as	8,000	candle	lanterns.	The	event	became	so	significant	that	
the	name	of	Yotoboshi	got	featured	in	guide	book	published	by	the	Chiba	City	Tourism	
Association.	
	
	
3.4. Tourism	Strategy	in	Shopping	Streets	
	
Shopping	street	unions	are	organized	for	shopkeepers	so	that	they	may	profit.	In	
particular,	the	“One	Shop,	Great	Products	Movement”	seeks	to	improve	the	functioning	of	
the	 local	 economy.	 In	 the	 case	 of	 the	 Inage	 shopping	 street	 promoting	 union,	 their	
movement	has	the	function	of	promoting	the	city.	They	hope	to	offer	prosperity	not	only	
to	the	shops	in	Sengen	shopping	street	but	also	to	the	Inage	area	at	large.		
Moreover,	the	Inage	shopping	street	promoting	union	has	the	function	of	creating	a	
local	culture	and	the	maintenance	of	this	culture	through	the	Yotoboshi.	A	Japanese	tea	
shopkeeper	 who	 is	 a	 member	 of	 the	 union	 emphasized	 that	 helps	 the	 "pride	 of	 the	
community,"	 offers	 a	 "festival	 for	 children,"	 and	 contributes	 to	 the	 "management	 of	
neutral	position	in	the	community"	(interview	August	29,	2012.).		
These	two	activities	in	the	Sengen	shopping	street	work	with	members	of	the	Inage	
shopping	 street	promoting	union	 to	 consider	ways	of	promoting	 the	 Sengen	 shopping	
street	 and	 Inage	 area.	 In	 this	 case,	 meaning	 of	 "promote"	 is	 how	 they	 work	 to	make	
shoppers'	and	visitors'	look	at	the	stores.	In	other	words,	this	leads	to	"tourist	gaze"	(Urry	
&	Larsen	2011).	In	addition,	such	activities	promote	the	way	in	which	cities	can	attract	
tourists.	
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4. Conclusion	
	
4.1. Indication	of	globalization	and	gentrification	in	Japanese	shopping	streets	
	
The	activities	of	Japanese	shopping	street	unions	tend	to	promote	the	cities.	When	
the	shopping	street	union’s	activities	expand	local	culture	and	promote	the	city,	the	local	
community	can	undergo	globalization	and	gentrification.		
Shopping	 street	 unions	 of	 not	 only	 famous	 streets	 but	 also	 non‐famous	 streets	
choosing	tourism	strategy	are	gradually	increasing.	Generally	speaking,	these	shopping	
street	unions	try	to	form	things	that	can	symbolize	the	city	and	try	to	maintain	it.	Shopping	
street	unions	working	hard	try	to	create	symbols	of	the	city	such	as	historic	landmarks,	
townscape	expressing	Japanese	nostalgia,	new	festivals,	“holy	place”	about	cartoons	or	
animation	(background	of	the	cartoons	or	animation),	B	class	gourmet,	and	“Yuru‐chara”	
(original	local	cartoon‐character	costume).	Japanese	people	who	get	tired	of	Tokyo,	Osaka	
and	Kyoto	already	search	and	walk	around	the	niche	places.	Foreigners	start	following	
this	gradually.	Therefore,	there	is	an	indication	of	globalization	from	tourism.		
	
	
4.2. Conclusion	
	
In	 Japan,	 promoting	 cities	 via	 shopping	 street	 unions	 is	 a	 key	 to	 the	 future	
development	 of	 shopping	 streets.	 Will	 declining	 shopping	 streets	 be	 included	 in	
residential	areas	and	business	districts,	leading	to	their	redevelopment,	or	will	they	be	
converted	 into	 ghost	 towns?	 Shopping	 street	 unions	 are	 increasingly	 striving	 toward	
promoting	 the	city	 through	methods	such	as	social	movements.	 In	 the	case	of	 tourism	
strategy,	 do	hard‐working	 shopping	 street	unions	 involve	or	 resist	 gentrification?	The	
answer	to	this	depends	on	the	thought	of	promoting	cities.	
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